





[bookmark: _GoBack][image: UWTSD Sport (@UWTSDsport) | Twitter]


Name: Elisei Mustata
Strudent ID:1815341
Module name: Foreign Languages and Cultural Awareness 
Module Code: M5X01923
Lecturer:  Olu Adegbite 
Assignment title: Assignment 2 Aide Memoire 















Table of Contents 
Introduction 
Service Quality Measurements 
What is cultural awareness? Is it important?
Aide memoire 
Hospitality characteristics of other cultures 
Conclusion 
Reference Page 







                                   Introduction
To begin with, the essay will provide developed information about how the members of staff from the hotel environments are dealing with requests of the international tourists. The reason why this is being created is because there are thousands of employees that are struggling to challenge with the international tourists, which in some of the cases are coming with bad attitude, with requests that are traditional in their countries and it is massively important for the personnel to know how to develop a great understanding of the guests. The assignment will follow the structure that will start with advices to the personnel members of staff, and how they must behave to ensure great quality of the services are being provided. 
International Tourists are the tourists coming from different countries with different culture for a holiday or for business purposes. Therefore, because they are coming from different cultures, different languages are spoken and different beliefs are in place (Taylor, M. 2019). Therefore, because they are coming from different industries, the services need to be impeccable to raise the quality of country (Landry, L. 2018). 
Service Quality Measurements
In the hospitality industry especially in the international area side of business there are a lot of expectations regarding the quality of the services that are being provided and the interactions between employees and guests. Most organisations have implemented measures of service quality and they are five measurements served by the SERVQUAL instrument; these measurements include:
1. Tangibility – since the organisation’s services are tangible, customers show their impressions of these services by comparing them to other services associated with ours. They might look at physical facilities, equipment, personal and communication services. The guests will be required to undergo a survey about these so that the organisation can act on the feedback.
1. Reliability – this is the ability of the organisation to perform the requested services accurately and dependably, meaning that the company delivers on its promises about services, delivery, problem solving and pricing. Customers like to do business with organisations that keep their promises and make sure that they achieve their goals.
1. Responsiveness – this is the ability of the organisation to help customers and provided prompt services. Also this is their ability to emphasis\e customer services will be measured on length of time they have to wait for assistance, answers to questions or attention to problems. Also this is their ability of adapting to the customer needs, In an international organisation these are very important as guests will come on holiday and expect a hassle free experience so that they can enjoy their time, if the organisation can provide a flawless experience then this step will be achieved.
1. Assurance – This is the organisation’s ability to make sure that the guests feed safe and that they display a high level of confidence towards their services while helping individuals in need of assistance. This is very important as it displays that the organisation is able to stay confident and in the same time be able to make sure that the guests do not feel stressed and worried about some issue that may rise, if the organisation has great customer service then it will not occur. In an international business this is incredibly important as people around the world have quiet high expectations when arriving at their destinations so by making sure they do not feel worried makes sure that they have an enjoyable experience. When the guests are satisfied, they will recommend and write positive reviews about the hotel thus brining more guests. More guests mean that the organ satiation will start growing at a faster rate therefore becoming more profitable and successful.
1. Empathy – In the hospitality industry this is defined by the ability of being able to pay individualized attention to its guests. Some individuals come from countries where individualized customer service and services are especially important as it makes them feel welcomed and happy. With empathy the customer and the organisation will start developing a bond described as loyalty and this means that they will most likely come back and tell their friends about how great their experience was therefore bringing in more guests and becoming more successful.
Keeping all these in mind the organisation must be able to look at the feedback and identify problems before they become even more serious and stop them from their roots. While doing this customer will begin to enjoy their experience even more therefore coming back. In the international hospitality industry, there is an extremely high level of competition so by using this tool it will allow the organisation to act on the feedback and improve its services, prices, and customer service. This will put them at a clear advantage in composition with the competitor therefore more guests will come to stay at our hotel. In a world fast as ours which is driven by technological advances all the time, customers’ expectations are rising constantly therefore the organisation must follow these and make sure that they do not fall behind and that they are one step ahead.
What is cultural awareness? Is it important?
Cultural awareness is understanding the differences between cultural values, beliefs, and perceptions. Cultural awareness is considered as being an essential skill in hospitality because it does enhance communication and interaction within the international guests (Pinheiro, M. 2018). The cultural awareness needs to be supplemented with cultural knowledge (Adams, 1995). 
As a result to what has been mentioned, cultural awareness is not a choice in hotels, especially in international hotels like Marriott or Intercontinental Hotel, which are having tourists from around the world. Another country which has got tourists from everywhere is Spain, which every year has got thousands of guests coming at the sea and to visit Barcelona. The reason why people chose Spain is because of the high temperatures that allow people to have fun outside and to enjoy the holiday fully instead of just staying inside (University of Reading, 2020). 
The people from the hotel with international guests must know about the seven practices that need to be implemented to increase the cultural awareness. The seven practices are (Deakin C. 2017):
1. Get training for global citizenship- this is to get used to the idea of respecting other cultures and  the idea of knowing differences between cultures in terms of their traditions, their behaviour, their language, and their expectations. 
2. Bridge the culture gap with good communication skills- This refers to the great communication skills and their importance when it comes to different cultures. The communication with international guests is difficult and you, as a member of staff must be in charge to decide if either it is the deal breaker or the deal maker of the interaction. 
3. Practice good manners- Good manners are important because in some countries saying “please” and thank you is crucial and unbelievably important in a guest employee conversation. The manners are showing that you are polite and respectful and great manners some of the time can also support people to build trust facing the member of staff. 
4. Celebrate traditional holidays, festivals, and food- This creates diversity and can help with the increasement of the cultural literacy, awareness, and acceptance. Acceptance is important because even if you are going in a different country you will not feel comfortable in the hotel if the members of staff are showing weird actions just because of the culture you are coming from. By introducing all the members of staff to the idea of understanding other traditions there will be a sensitivity created facing the cultural differences.   
5. Observe and listen to foreign customers and colleagues- There is another way of becoming more culturally aware and to observe and listen to the customers and colleague. If the person is coming from a foreign country, the person will look at around at the things that are conducting the business. Therefore, as a member of staff it is important to observe attitudes and behaviours of foreign customers. Even if some of the things they are doing may not always be on your stile, you still have to respect that this is their personal behaviour and it is none of your business to be critical with it. 
6. Pay attention to differences in culture- In hotels it is important for the members of staff to look after the foreigner’s etiquette and this because that is the thing that is releasing most common opinions about what people are saying about that specific culture and people coming from that culture 
Hospitality characteristics of other cultures
There are a lot of countries such as Italy, China, Spain, Germany, America, that are really developed for the hospitality industry and they all must respect the international customers that are coming for holidays and this because they all want to have fun and enjoy their time in the holiday. 
For example, in Italy, people are not always smiley and they are not always treating everything with humour and they are taking everything serious, this characteristic feature, must make members of staff understand that the Italians must not be treated with jokes or with personal questions as not all of them will react good to it (TripAdvisor, 2020). 
Going to Chinese tourists, they tend to be so communicative and this can be mainly because of the fact that china is a developed country that has got a mixture of genders in their country and they did learn how to respect and behave with different cultures. Therefore, when dealing with Chinese tourists, as a hospitality worker you must know that you need to focus on communication. 
Now, going to Spain, people from Spain tend to be racist and this happens most of the time with the ones that do not have capability to understand their language. In the other hand they are coming from a culture with a developed amount of traditions and they are respecting their traditions and their culture generally. It is important for workers that are dealing with tourists from Spain to know that not much of them are speaking other language apart from their so the nonverbal communication is the main one to use to ensure that both the employee and the tourist understands what is being said. 
Germany, as a culture is very developed, having a lot of traditions and a lot of characteristics. People from Germany seem to not be focused on communication or jokes, they tend to be communicative and fun with friends only and sometimes this affects the interaction with the members of staff from the hotel. For example, if German people are coming in England, the members of staff tend to use expressions as “Thank you darling”, and the tourists may not enjoy this, taking it as an offence. 
[image: 8 Beacons of Cultural Awareness – Networking Times Today]
Conclusion
As a conclusion, cultural awareness is essential and supportive for the members of staff to understand how people from different countries are behaving and it is important for them to understand why and how to respond to their behaviour. Moreover cultural awareness is helping to develop more abilities and cultural literature, which is important and vital when working in the hospitality industry. 


Reference Page
Deakin C. (2017), “Six practices you can implement to increase cultural awareness in the workplace”, [online] found on: https://www.deakinco.com/media-centre/article/seven-practices-you-can-implement-to-increase-cultural-awareness-in-the-workplace accessed on: 19. 06.2020
Taylor, M. (2019), “How can hotels attract international tourists?”, [online] found on: https://www.hotelspeak.com/2019/09/how-can-hotels-attract-international-tourists/ accessed on: 19.06.2020
TripAdvisor, (2020), “Are Italians originally rude or nice?”, [online] found on: https://www.tripadvisor.co.uk/ShowTopic-g187768-i20-k12074008-Are_Italians_generally_nice_or_rude-Italy.html accessed on: 19.06.2020
Pinheiro, M. (2018), “Evaluating the Gaps and Intersections between marketing education and the marketing profession”, university of Aveiro Portugal
Qualtrics. 2020. How To Measure Service Quality. [online] Available at: <https://www.qualtrics.com/blog/how-to-measure-service-quality/> [Accessed 19 June 2020].
Landry, L. (2018), “The importance of cultivating cultural awareness at work”, [online] available on: accessed on: 19.06.2020
Ukessays.com. 2020. The Five Dimensions Of Service Quality Measured Marketing Essay. [online] Available at: <https://www.ukessays.com/essays/marketing/the-five-dimensions-of-service-quality-measured-marketing-essay.php#:~:text=The%20five%20dimensions%20of%20service%20quality%20measured%20by%20the%20SERVQUAL,%2C%20responsiveness%2C%20assurance%20and%20empathy.> [Accessed 19 June 2020].
University of Reading, (2020), “Cultural Awareness”, [online] available at: http://www.reading.ac.uk/stdserv-international-cultural-awareness.aspx accessed on: 19.06.2020
YILMAZ, I., 2009. Measurement of Service Quality in the Hotel Industry. Anatolia, 20(2), pp.375-386.





Page 2 

image1.jpeg




image2.jpeg




